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ABSTRAK 
 
Kajian penyelidikan ini dilaksanakan bertujuan untuk menentukan factor-faktor yang 
mempengaruhi komunikasi mulut dikalangan pengguna telefon bimbit. Selain itu, ia 
bertujuan adalah untuk mengetahui pengaruh memeriksa lima faktor yang terdiri 
daripada tanggapan nilai, kualiti perkhimatan, kepuasan pelanggan, kecintaan jenama 
dan kepercayaan jenama dalam mempengaruhi komunikasi mulut. Perhubungan yang 
dihipotesiskan diuji menggunakan maklumbalas kaji selidik daripada sampel 400 
responden. Kajian ini telah dijalankan di kalangan generasi muda dari Universiti 
Utara Malaysia (UUM), Sintok Kedah. Data diproses dengan menggunakan kaedah 
analisis kuantitatif. Data yang diperolehi dianalysis menggunakan perisian 
“Statistical Package for the Social Sciences” (SPSS) versi 19.0. Kaedah-kaedah yang 
digunakan dalam menganalisis data adalah Ujian Normal, Ujian Kebolehpercayaan, 
Analisis Deskriptif, Analisis ANOVA, Analysis Ujian T Sampel Bebas, Ujian 
Kolerasi Pearson Pekali dan Analisis Regresi Berganda. Dapatan kajian 
menunjukkan bahawa lima pembolehubah bersandar mempunyai hubungan positif 
yang kuat dengan komunikasi mulut. Selain itu, hasil kajian menunjukkan bahawa 
kecintaan jenama mempunyai hubungan positif yang paling kuat dengan komunikasi 
mulut dengan nilai korelasi 0.802, diikuti dengan kepercayan jenama dengan nilai 
korelai 0.793. Di samping itu, ujian regressi yang telah dijalankan menunjukkan 
bahawa kepercayaan jenama dan kecintaan jenama adalah faktor-faktor yang paling 
kuat mempengaruhi komunikasi mulut. 
 
Kata kunci: Kualiti perkhidmatan, Tanggapan nilai, Kepuasan pelanggan, 
Kepercayaan jenama, Kecintaan jenama, Komunikasi mulut. 
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ABSTRACT 
 
The objective of this study is to determine the factors that will influence on word of 
mouth communication among mobile phone users. In this study, five factors which 
are perceived value, perceived quality, customers’ satisfaction, brand love and brand 
trust are examined to determine whether these factors influenced word of mouth 
communication. Hypothesized relationships are tested using survey responses from a 
sample of 393 respondents. This study was conducted among young adults from 
Universiti Utara Malaysia (UUM), Sintok Kedah. The data were analysed using 
Statistical Package for the Social Sciences (SPSS) version 19.0. The methods used in 
analysing the data are Normality test, Reliability test, Descriptive Analysis, ANOVA, 
Independent Sample T-Test, Pearson Correlation Analysis and Multiple Regression 
Analysis. The findings indicated that all the five independent variables have a strong 
positive relationship with word of mouth. In addition, the results showed that brand 
love had the strongest significant positive relationship with word of mouth 
communication with correlation value of 0.802, followed by brand trust with 
correlation value of 0.793. Pearson correlation analysis that was conducted showed 
that brand trust and brand love are the strongest factors influencing word of mouth 
communication. 
 
Keywords: Perceived value, Perceived quality, Customer satisfaction, Brand 
love, Brand trust, Word of mouth communication. 
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CHAPTER 1 
INTRODUCTION 
 
1.0 Chapter Introduction 
In this chapter, an overview and background of study will be discussed. A problem 
statement will follow. Next, the purpose and research questions in this study will be 
outlined. Significant of study and organization of study will also be discussed at the 
end of the chapter. 
 
1.1 Background of the Study 
Satisfying demanding and unique needs and wants of customers and making them 
loyal towards the offering of any company is the ultimate goal of every organization. 
In the consumer market, as stated by Taghizadeh, Taghipourian and Khazaei (2013), 
loyalty is an essential goal and also is a key element for a company to build long-
term sustainability and growth since loyal consumers is more willingness to make 
recommendations, advice and suggestions. Furthermore, being a loyal consumer is 
not enough if the consumer does not a possess loyalty behavior. This loyalty 
behavior refers to action that is being done explicitly by consumers such as 
promoting and sharing companies’ offerings to friends and family. This loyalty 
action is known as word of mouth (WOM). Nowadays marketers are very concerned 
about word of mouth communication in promoting a service or product. Word of 
mouth communication is an essential element for consumer marketers. In addition, 
word of mouth communication is a strong form of promotion and a source of 
information that significantly influenced consumers’ attitudes and behaviors.  
The contents of 
the thesis is for 
internal user 
only 
95 
 
References 
 
Ahmed Rageh Ismail and Spinelli, G. (2012). Effects of brand love, personality and 
image on word of mouth: The case of fashion brands among young consumers. 
Journal of Fashion Marketing and Management, 16(4), 386-398. 
 
Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and consumers’ 
identity narratives. Journal of Consumer Research, 32(June), 171-184. 
 
Alam, S. S., and Yasin, N. M. (2010). An investigation into the antecedents of 
customer satisfaction of online shopping. Journal of Marketing Development 
and Competitiveness, 5(1), 71-78. 
 
Anderson, E. W. (1998). Customer satisfaction and word of mouth. Journal of 
Service Research, 1(August), 5-17. 
 
Anderson, J., and Narus, A. (1990). A model of distribution firm and manufacturer 
firm working partnerships. Journal of Marketing, 54(January), 42-58. 
 
Anderson, D. R., Sweeney, D. J., and Williams, T. A. (2011). Statistics for Business 
and Economics (11
th
 ed).  South-Western: Cengage Learning. 
 
Anderson, M. (2013). SMB internet marketing survey 2013 – survey results. 
Retrieved from  
http://www.brightlocal.com/2013/11/18/smb-internet-marketing-survey-2013/ 
 
96 
 
Arndt, J. (1967). Role of product-related conversations in the diffusion of a new 
product. Journal of Marketing Research, 5(August), 291-295. 
 
Babin, B. J., Lee, Y., Kim, E., and Griffin, M. (2005). Modeling consumer 
satisfaction and word-of-mouth: Restaurant patronage in Korea. Journal of 
Services Marketing, 19(3), 133-139. 
 
Bansal, S., and Voyer, A. (2000). Word of mouth processes within a service purchase 
decision context. Journal of Service Research, 3(2), 166-177. 
 
Batra, R., Ahuvia, A., and Bagozzi, R. P. (2012). Brand love. Journal of Marketing, 
76(March), 1-16. 
 
Bayraktar, E., Tatoglu, E., Turkyilmaz, A., Delen, D., and Zaim, S. (2012). 
Measuring the efficiency of customer satisfaction and loyalty for mobile phone 
brands with DEA. Expert System with Applications, 39, 99-106. 
 
Berry, L. L., Zeithaml, V. A., and Parasuraman, A. (1990). Five imperatives for 
improving service quality. Sloan Management Review, 29(Summer), 29-38. 
 
Bitner, M. J. (1990). Evaluating service encounters: The effects of physical 
surroundings and employee responses. Journal of Marketing, 54(2), 69-82. 
 
Blazevic, V., Hammedi, W., Garnefeld, I., Rust, R. T., Keiningham, T., Andreassen, 
T. W., et al. (2013). Beyond traditional word-of-mouth: An expanded model of 
customer-driven influence. Journal of Service Management, 24(3), 294-313. 
97 
 
Bloemer, J., Ruyter, K. D., and Wetzels, M. (1999). Linking perceived service 
quality and service loyalty: A multi-dimensional perspective. European 
Journal of Marketing, 33(11/12), 1082-1106. 
 
Bolton, R. N., and Lemon, K. N. (1999). A dynamic model of customers’ usage of 
service: Usage as an antecedent and consequence of satisfaction. Journal of 
Marketing Research, 36, 171-186. 
 
Brown, T. J., Barry, T. E., Dacin, P. A., and Gunst, R. F. (2005). Spreading the word: 
Investigating antecedents of consumer’s positive word of mouth intentions and 
behavior in a retailing context. Journal of the Academy of Marketing Science, 
33(2), 123-138. 
 
Carroll, B. A., and Ahuvia, A. (2006). Some antecedents and outcomes of brand love. 
Marketing Letters, 17(2), 79-89. 
 
Carpenter, J. M., and Fairhurst, A. (2005). Consumer shopping value, satisfaction, 
and loyalty for retail apparel brands. Journal of Fashion Marketing and 
Management, 9(3), 256-269. 
 
Casalo, L. V., Flavian, C., and Guinaliu, M. (2008). The role of satisfaction and 
website usability in developing customer loyalty and positive word of mouth in 
the e-banking services. The International Journal of Bank Marketing, 26(6), 
399-417. 
 
Cengiz, E., and Yayla, H. E. (2007). The effect of marketing mix on positive word of 
mouth communication: Evidence from accounting offices in Turkey. 
Innovative Marketing, 3(4), 74-86. 
98 
 
Chaudhuri,  A., and Holbrook, M. B. (2001). The chain of effects from brand trust 
and brand affect to brand performance: The role of brand loyalty. Journal of 
Marketing, 65(April), 81-93. 
 
Chaney, P. (2012). Word of mouth still most trusted resource says Nielsen: 
Implications for social commence. Retrieved from:  
  http://digitalintelligencetoday.com/word-of-mouth-still-most-trusted-resource-
says-nielsen-implications-for-social-commerce/ 
 
Churchill, G., and Surprenant, C. (1982). An investigation into the determinants of 
customer satisfaction. Journal of Marketing Research, XIX, (November), 491-
504. 
 
Coakes, S. J., and Steed, L. (2007). SPSS version 14.0 for Windows: Analysis without 
anguish. Sydney: Wiley. 
 
Crosby, L. A., Evans, K. R., and Cowles, D. (1990). Relationship quality in services  
selling: An interpersonal influence perspective. Journal of Marketing, 54(3), 
68-81. 
 
Cronin, J. J., Brady, M. K., and Hult, G.T. (2000). Assessing the effects of quality, 
value and customer satisfaction on consumer behavioral intentions in service 
environments. Journal of Retailing, 76(2), 193-218. 
 
Dabholkar, P. A., Thorpe, D. I., and Rentz, J. O. (1995). A measure of service quality 
for retail stores. Journal of the Academy of Maketing Science, 24(1), 3-16. 
 
99 
 
Day, G. S. (1971). Attitude change, media and word of mouth. Journal of 
Advertising Research, 11(6), 10. 
 
Deari, H., and Balla, E. (2013). Consumer trust in the global brands: Empirical 
analysis in the context of consumer perspective. European Scientific Journal, 
9(1), 61-74. 
 
Delgado, E., Munuera, J. L., and Yague, M. J. (2003). Development and validation 
of a brand trust scale. International Journal of Market Research, 45(1), 35-54. 
 
Dodds, W.B., Monroe, K.B., and Grewal, D. (1991). Effects of price, brand and store 
information on buyers’ product evaluations.  Journal of Marketing Research, 
28(3), pp. 307-319. 
 
East, R., Hammond, K., and Wright, M. (2007). The relative incidence of positive 
and negative word of mouth: A multi-category study. Intern Journal of 
Research in Marketing, 24, 175-184. 
 
Ennew, C. T., Banerjee, A. K., and Li, D. (2000). Managing word of mouth 
communication: Empirical evidence from India. International Journal of Bank 
Marketing, 18(2), 75-83. 
 
Fazlzadeh, A., Bagherzadeh, F., and Mohamadi, P. (2011). How after-sales service 
quality dimensions affect customer satisfaction. African Journal of Business 
Management, 5(17), 7658-7664. 
 
100 
 
Fournier, s. (1998). Consumers and their brands: Developing relationship theory in 
consumer research. Journal of Consumer Research, 24(4), 343-373. 
 
Garbarino, E., and Johnson, M. S. (1999). The different roles of satisfaction, trust 
and commitment in customer relationship. Journal of Marketing, 63, 70-87. 
 
Garbarino, E., and Strahlievitz, M. (2004). Gender differences in the perceived risk 
of buying online and the effects of receiving a site recommendation. Journal of 
Business Research, 57, 768-775. 
 
Ghorban, Z. S., and Tahernejad, H. (2012). A study on effect of brand credibility on 
word of mouth: With reference to internet service providers in Malaysia. 
Internal Journal of Marketing Studies, 4(1), 26-37. 
 
Gremler, D. D., and Gwinner, K. P. (2000). Customer-employee rapport in service 
relationships. Journal of Service Research, 3(1), pp. 82-104. 
 
Gremler, D. D., Gwinner, K. P., and Brown, S. W. (2001). Generating positive word 
of mouth communication through customer-employee relationships. 
International Journal of Service Industry Management, 12(1), 44-59. 
 
Griffith, A. (2010). SPSS for Dummies (2
nd
 ed). Indiana: Wiley Publishing. 
 
Gronroons, C. (2006).Adopting a service logic for marketing. Marketing Theory, 
6(3), 317-333. 
 
101 
 
Gruen, T. (1995). The outcome set of relationship marketing in consumer markets. 
International Journal of Business Review, 4(4), 447-469. 
 
Gruen, T. W., Osmonbekov, T., and Czaplewski, A. J. (2006). eWOM: The impact 
of customer-to-customer online know-how exchange on customer value and 
loyalty. Journal of Business Research, 59(4), 449-4556. 
 
Hair, J., Bush, R., and Ortinau (2009). Marketing research in a digital information 
environment. McGraw-Hill Companies, Inc. (Asia). 
 
Hansen, H., Samuelsen, B. M., and Silseth, P. R. (2008). Customer perceived value 
in B-t-B service relationships: Investigating the importance of corporate 
reputation. Industrial Marketing Management, 37(2), 206-217. 
 
Harris, L .C., and Goode, M. M. H. (2004). The four levels of loyalty and the pivotal 
role of trust: A study of online service dynamic. Journal of Retailing, 80(2), 
139-158. 
 
Harrison-Walker, L. J. (2001). The measurement of word of mouth communication 
and investigation of service quality and customer commitment as potential 
antecedents. Journal of Service Research, 4(1), 60-75. 
 
Hartline, M., and Jones, K. C. (1996). Employee performance cues in a hotel service 
environment: Influence on perceived service quality, value and word of mouth 
intentions. Journal of Business Research, 35(3), 207-215. 
 
102 
 
Hennig-Thurau, T., Gwinner, K. and Gremler, D. (2002). Understanding relationship 
marketing outcomes: An integration of relationship benefits and relationship 
quality. Journal of Service Research, 4(3), 230-247. 
 
Hess J. (1995). Construction and assessment of a scale to measure consumer trust. 
AMA Educators’ Conference, Enhancing Knowledge Development in 
Marketing, 6, 20-25, American Marketing Association, Chicago, IL, Summer. 
 
Hutchinson, J., Lai, F., and Wang, Y. (2008). Understanding the relationships of 
quality, value, equity, satisfaction and behavioral intentions among golf 
travelers. Tourism Management, 30, 298-308. 
 
Jan, M. T., Abdullah, K., and Shafiq, A. (2013). The impact of customer satisfaction 
on word of mouth: Conventional banks of Malaysia investigated. International 
Journal of Information Technology & Computer Science, 10(3), 14-23. 
 
Jiewanto, A., Laurens, C., and Nelloh, L. (2012). Influence of service quality, 
University image and student satisfaction toward WOM intention: A case study 
on Universitas Pelita Harapan Surabaya. International conference on Asia 
Pacific Business Innovation and Technology Management, 40, 16-23. 
 
Katz, E., and Lazarsfeld, P. F. (1955). Personal Influence. New York: Free Pres. 
 
Kassim, N.M., and Abdullah, M.A.A. (2006). The influence of attraction on internet 
banking: An extension to the trust-relationship commitment model. 
International Journal of Bank Marketing, 24(6), 424-442. 
 
103 
 
Kelly, E. (2000). This is one virus you want to spread. Retrieved from: 
http://money.cnn.com/magazines/fortune/fortune_archive/2000/11/27/292446/ 
 
Keller, E. (2007). Unleashing the power of word of mouth: Creating brand advocacy 
to drive growth. Journal of Advertising Research, 47(4), 448-452. 
 
Kim, W. G., Han, J. S., and Lee, E. H. (2001). Effect of relationship marketing on 
repeat purchase and word of mouth. Journal of Hospitality and Tourism 
Research, 25(3), 272-288. 
 
Kempf, D. S., and Palan, K. M. (2006). The effect of gender and argument strength 
on the processing of word of mouth communication. Academy of Marketing 
Studies Journal, 10(1), 1-18. 
 
Ladhari, R. (2007). The effect of consumption emotions on satisfaction and word of 
mouth communications. Psychology and Marketing, 24(12), 1085-1108. 
 
Lai, F., Griffin, M., and Babin, B. J. (2009). How quality, value, image and 
satisfaction create loyalty at Chinese telecom. Journal of Business Research, 
62, 980-986. 
 
Lau, G. T., and Ng, S. (2001). Individual and situational factors influencing negative 
word of mouth behavior. Canadian Journal of Administrative Sciences, 18(3), 
163-178. 
 
104 
 
Lee Thomas, M., Mullen, L. G., and Fraedrich, J. (2011). Increased word of mouth 
via strategic cause-related marketing. International Journal of Nonprofit and 
Voluntary Sector Marketing, 16(1), 36-49. 
 
Lemon, K. N., and Rust, R. T., and Zeithaml, V. A. (2001). What drives customer 
equity. Marketing Management, 10(1), 20-25. 
 
Longart, P. (2010). What drive word of mouth in restaurants? International Journal 
of Contemporary Hospitality Management, 22(1), 121-128. 
 
Loureiro, S. M. C., and Kaufmann, H. R. (2012). Explaining love of wine brands. 
Journal of Promotion Management, 18, 329-343. 
 
Mahajan, V., Muller, E., and Bass, F. M. (1990). New product diffusion models in 
marketing: A review and directions for research. Journal of Marketing, 
54(January), 1-26. 
 
Malaysian Communications and Multimedia Commission. (2012). Statistical brief 
number fourteen hand phone users survey. Retrieved from: 
http://www.skmm.gov.my/skmmgovmy/media/General/pdf/130717_HPUS201
2.pdf 
 
Mak, K., Kam, S. W., and Tong, C. (2011). How guanxi influences word of mouth 
intentions. International Journal of Business and Management, 6(7), 3-14. 
 
105 
 
Mangold, G., and Miller, F. (1999). Word of mouth communications in the service 
marketplace. Journal of Services Marketing, 13(1), 73-90. 
 
Maru, F. K., Cermak, D. S. P., and Prince, R. A. (1994). Word of mouth effects in 
professional service buyer behavior. The Service Industries Journal, 14(3), 
301-314. 
 
Matos, C. A., and Rossi, C. A. V. (2008). Word of mouth communications in 
marketing: A meta analytic review of the antecedents and moderators. Journal 
of the Academic Marketing Science, 36(4), 578-596. 
 
Matzler, K., Krauter, S. G., and Bidmon, S. (2006). The value-brand trust-brand 
loyalty chain: An analysis of some moderating variables. Innovative Marketing, 
2(2), 76-88. 
 
Maxham, J. G. (2001). Service recovery’s influence on consumer satisfaction, 
positive word of mouth, and purchase intentions. Journal of Business Research, 
54, 11-24. 
 
Mazzarol, T., Sweeney, J. C., and Soutar, G. N. (2007). Conceptualizing word-of 
mouth activity, triggers and conditions: An exploratory study. European 
Journal of Marketing, 41(11/12), 1475-1494. 
 
McConnell, B., Huba, J., and Kawasaki, G. (2003). Creating customer evangelists: 
How loyal customer become a volunteer sales force. Dearborn Trade 
Publishing: Chicago, IL. 
 
106 
 
McKee, D., Simmers, C. S., and Licata, J. (2006). Customer self-efficacy and 
response to service. Journal of Service Research, 8(3), 207-220. 
 
Mohammad Ali Abdolvand and Abdollah Norouzi. (2012). The effect of customer 
perceived value on word of mouth and loyalty in B-2-B Marketing. Research 
Journal of Applied Sciences, Engineering and Technology, 4(23), 4973-4978. 
 
Molinari, L. K., Abratt, R., and Dion, P. (2008). Satisfaction, quality and value and 
effects on repurchase and positive word-of-mouth behavioral intentions in a 
B2B services context. Journal of Services Marketing, 22(5), 363-373. 
 
Monroe, K. B. (1990). Pricing: Making profitable decisions (2
nd
 ed.). New York: 
McGraw-Hill. 
 
Morgan, R. M., and Hunt, S. D. (1994). The commitment-trust theory of relationship 
marketing. Journal of Marketing, 58(July), 20-38. 
 
Munaf, S., Nisa, U., Shaheen, A., Hussain, S., Kamrani, F., and Vohra, S. (2009). 
Personality type, gender and age difference: A study of customers’ brand 
loyalty. Bahria Journal of Professional Psychology, 5(Jan), 38-53. 
 
Muhammad Ishtiaq Ishaq (2012). Perceived value, service quality, corporate image 
and customer loyalty: Empirical assessment from Pakistan. Serbian Journal of 
Management, 7(1), 25-36. 
 
Ng, S., David, M. E., and Dagger, T. S. (2011). Generating positive word of mouth 
in the service experience. Managing Service Quality, 21(2), 133-151. 
107 
 
Nielsen. (2013). Consumers trust WOM over other messaging. Retrieved from:  
http://www.mediapost.com/publications/article/209286/nielsen-consumers-
trust-wom-over-other-messaging.html 
 
Oliver, Richard L. (1980). A cognitive model of the antecedents and consequences of 
satisfaction decisions. Journal of Marketing Research, 17(4), 460-469. 
 
Oliver, R. (1997). Satisfaction: A behavioral perspective on the consumer (2
nd
 ed.). 
New York: McGraw-Hill. 
 
Pallant, J. F. (2005). SPSS survival manual: A step by step guide to data analysis 
using SPSS for Windows (12th ed.). Sydney: Allen & Unwin. 
 
Parasuraman, A. (1997). Reflections on gaining competitive advantage through 
customer value. Journal of the Academy of Marketing Science, 25(2), 154-161. 
 
Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1985). A conceptual model of 
service quality and its implications for future research. Journal of Marketing, 
49, 41-50. 
 
Parasuraman, A., Zeithaml, V. A., and Berry, L. L. (1988). SERVQUAL: A 
multiple-item scale for measuring consumer perceptions of service quality. 
Journal of Retailing, 64(1), 12-40. 
 
 
108 
 
Ranaweera, C., and Prabhu, J. (2003). On the relative importance of customer 
satisfaction and trust as determinants of customer retention and positive word 
of mouth. Journal of Targeting, Measurement and Analysis for Marketing, 
12(1), 82-90. 
 
Rosen, E. (2000). The anatomy of buzz: How to create word of mouth marketing. 
Doubleday/Currency: New York, NY. 
 
Rotter, J. B. (1967). A new scale for the measurement of interpersonal trust. Journal 
of personality, 35(4), 651-665. 
 
Rubin, Z. (1970). Measurement of Romantic Love. Journal of Personality and Social 
Psychology, 16(2), 265-273. 
 
Roscoe, JT (1975). Fundamental research statistics for the behavioural sciences (2
nd
 
ed.). Holt, Rinehart and Winston, New York.  
 
Saha and Theingi. (2009). Service quality, satisfaction and behavioural intentions: A 
study of low-cost airline carriers in Thailand. Managing Service Quality, 19(3), 
350-372. 
 
Samutachak, B., and Li, D. (2012). The effects of centrality and prominence of nodes 
in the online social network on word of mouth behaviors. Journal of Academy 
of Business and Economics, 12(2), 125-148. 
 
109 
 
Santos, C. P. D., and Basso, K. (2012). Price unfairness: The indirect effect on 
switching and negative word of mouth. Journal of Product & Brand 
Management, 21(7), 547-557. 
 
Sekaran, U., and Bougie, R. (2010). Research methods for business: A skill building 
approach (5th ed.). New York: John Wiley & Sons, Inc. 
 
Sheth, J. N. (1971). Word of mouth in low risk innovations. Journal of Advertising 
Research, 11, 15-18. 
 
Shirsavar, H. A., Gilaninia, S., and Almani, A. M. (2012). A study of factors 
influencing positive word of mouth in the Iranian banking industry. Middle-
East Journal of Scientific Research, 11(4), 454-460. 
 
Shimp, T. A., and Madden, T. J. (1988). Consumer-object relations: A conceptual 
framework based analogously on Sternberg’s triangular theory of love. 
Advances in Consumer Research, 15(1), 163-168. 
 
Singh, J. (1990). Voice, exit, and negative word-of-mouth behaviors: An 
investigation across three service categories. Journal of the Academy 
Marketing Science, 18(1), 1-15. 
 
Soderlund, M. (1998). Customer satisfaction and its consequences on customer 
behavior revisited: The impact of different levels of satisfaction on word of 
mouth, feedback to the supplier and loyalty. International Journal of Service, 
9(2), 169-188. 
 
110 
 
Sun, L. B., and Qu, H. (2011). Is there any gender effect on the relationship between 
service quality and word of mouth? Journal of Travel and Tourism Marketing, 
28, 210-224. 
 
Swanson, S. R., and Kelley, S. W. (2001). Service recovery attributions and word of 
mouth intentions. European Journal of Marketing, 35(1/2), 194-211. 
 
Taghizadeh, H., Taghipourian, M., and Khazaei, A. (2013). The effect of customer 
satisfaction on word of mouth communication. Research Journal of Applied 
Sciences, 5(8), 2569-2575. 
 
Urban, G. L., Sultan, F., and Qualls, W. J. (2000). Placing trust at the center of your 
internet strategy. Sloan Management Review, 41, 39-49. 
 
Wahab, S., and Norizan, S. N., (2012). The influence of service recovery strategies 
on word of mouth: Views of mobile phone users. International Journal of 
Computer Science Issues, 9(3), 99-108. 
 
Wang, F., and Head, M. (2007). How can the Web help build customer relationship? 
An empirical study on e-tailing. Information and Management, 44, 115-129. 
 
Wangenheim, F. V. (2005). Postwitching negative word of mouth. Journal of Service 
Research, 8(1), 67-78. 
 
Wangenheim, F. V., and Bayon, T. (2003). The effect of word of mouth on services 
switching: Measurement and moderating variables. European Journal of 
Marketing, 38 (9/10), 1173-1195. 
111 
 
Woodruff, R. B., Scott, C., Schumann, D., Gardinal, S., and Burns, M. (1991). The 
standards issues in cs/d research: A historical perspective. Journal of 
Consumer Satisfaction and Dissatisfaction and Complaining Behavior, 4, 103-
109. 
 
Woodruff, R. B. (1997). Customer value: The next source for competitive advantage. 
Journal of the Academy of Marketing Science, 25(2), 139-153. 
 
Yasin, M., and Shamim, A. (2013). Brand love: Mediating role in purchase 
intentions and word of mouth. Journal of Business and Management, 7(2), 
101-109. 
 
Yasvari, T. H., Ghassemi, R. A., and Rahrovy, E. (2012). Influential factors on word 
of mouth in service industries: The case of Iran Airline Company. International 
Journal of Learning & Development, 2(5), 227-242. 
 
Zeelenberg, M., and Pieters, R. (2004). Beyond valence in customer dissatisfaction: 
A review and new findings on behavioral responses to regret and 
disappointment in failed services. Journal of Business Research, 57(4), 445-
455. 
 
Zeithaml, V. A., Berry, L.L., and Parasuraman, A. (1996). The behavioral 
consequences of service quality. Journal of Marketing, 60(2), 31-46. 
 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-
end model and synthesis of evidence. Journal of Marketing, 52(3), 2-22. 
 
112 
 
Zeithaml, V. A., Berry, L. L., and Parasuraman, A. (1988). Communication and 
control processes in the delivery of service quality. Journal of Marketing, 
52(April), 35-48. 
 
Zikmund, W. G., Babin, B. J., Carr, J. C., and Griffin, M. (2010). Business Research 
Methods (8nd ed.). South-Western: Cengage Learning. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
